This study explores motivations that influence smartphone users' intentions to accept mobile advertising. In order to accomplish this research objective, the relationships among various factors identified from past literature were tested via online survey. The empirical findings from the current study suggest that a consumer's attitude toward mobile advertising from his or her previous experience is the most powerful predictor of intention to accept mobile advertising on smartphones. In addition, consumer perception of the smartphone as a device that is compatible with an individual's lifestyle and the social benefits of using a smartphone predict intention to accept mobile advertising among smartphone users.
Perceived Ease of Use (PEU). Innovations or technology that is perceived to be less difficult
to use is more likely to increase acceptance of the innovation. This can also be understood theoretically with Rogers' idea of perceived complexity. Rogers (2003) suggested that complexity-the degree to which an innovation is perceived as difficult to understand or use-is a major predictor of consumer acceptance of innovations. Further, Davis (1989) noted that ease-of-use corresponded to the complexity construct in the Innovation Diffusion Theory (IDT) (Rogers, 2003) . Although both perceived ease-of-use and complexity are named differently, both constructs explain consumers' perceived ease or difficulty in terms of using a technology. Thus, complexity and PEU are incorporated here as a perceived ease-ofuse.
In the context of mobile advertising, PEU indicates that an advertising medium, which consumers perceive as hard to use, is more likely to decrease consumers' acceptance of advertising messages on the medium. If smartphone users have difficulty using the device, they may be less likely to receive advertising messages on their smartphone, because it is one more thing that they cannot control. Therefore the consumer's perception of the smartphone as an advertising device that is easy to utilize when they need it is an important factor to influence intention to receive advertising messages on one's smartphone. Empirical studies of mobile advertising suggested that PEU or the complexity of mobile devices is one of the important factors in determining consumer acceptance of mobile advertising. For example, Muk (2007) suggested that a small keypad along with a complex system of sending and receiving text messages via mobile devices would hinder consumers' willingness to receive mobile advertising.
H1: A user's PEU of a smartphone will positively affect intention to receive mobile advertising on a smartphone.
Perceived Usefulness (PU). How useful consumers perceive advertising message on their smartphones will influence their intention to receive mobile advertising. In other words, perceived usefulness of advertising on one's smartphone that provides timely and relevant information will help smartphone users to have a more favorable attitude toward mobile advertising and intention to receive advertising. Specifically, the TAM suggested that perceived usefulness is one of the major predictors of technology acceptance (Davis, 1989 
Consumer Factors
Rogers (2003) suggested that adopters of any new innovation or idea could be categorized into five categories: innovators, early adopters, early majority, late majority, and laggards.
According to Rogers (2003) innovations would spread through a society in an S-curve, as the early adopters select the technology first, followed by the majority, and finally the laggards until a technology or innovation becomes commonplace. Rogers (2003) suggested that an innovation that is perceived by receivers as fit with one's pre-existing values, easily observed by members of society, and less complex will be adopted more rapidly than other innovations.
Compatibility Observability. Some ideas or innovations are easily observed and communicated to other people, whereas others are less so. Rogers (2003) suggested that any ideas or innovations that are more easily observed by the majority of a social system are more likely to be adopted.
Rogers (2003) defined observability as one's subjective perception about how adoption of a certain innovation will be perceived by others in a social system. For example, the use of mobile coupons delivered on one's smartphone in public spaces (e.g., in restaurants or coffee shop), may increase his or her observability in the society. The more people are seen benefiting from using an advertising message on a smartphone (e.g., carrying a digital coupon on the smartphone) in public spaces, the more likely others are to accept advertising on Therefore, the following hypothesis can be formulated:
H4: Observability will positively affect intention to receive mobile advertising on a smartphone.
Innate Innovativeness. Adopters of innovations are said to possess certain personality attributes that set them apart from the general population (Lin, 2006) . These attributes may determine if an individual is relatively more innovative and also more willing to take risks in adopting new products or services earlier than others. Specifically, an individual's inherent personality can often be used as a predictor of consumer acceptance of innovations (Bauer et advertising messages. They were adapted from previous literature on technology adoption, innovation diffusion, and mobile advertising (Jun & Lee, 2007; Teo & Pok, 2003; Venkatesh & Davis, 2000; Yang 2007) . Ten items measured the PEU and PU from TAM. The PEU was operationalized as "the degree to which a person believes that using a smartphone would be free of effort" (Venkatesh & Davis, 2000) . Six items measured the consumers' perceived ease-of-use regarding their smartphones. Perceived usefulness was operationalized as the degree to which a person believes that using a smartphone would enhance his or her daily activities. Four items measured the usefulness of mobile devices. These items were measured along a seven-point Likert-type scale, ranging from "Strongly Disagree" (1) to "Strongly Agree" (7).
A total of 14 items covered three user characteristic variables: innate innovativeness (6 items), observability (5 items), and compatibility (3 items). Six items of innate innovativeness measures were used to measure smartphone users' innate innovativeness (Yang, 2007) . The observability was operationalized as the degree to which an innovation's uses were perceived to enhance one's image or status in one's social system and was measured with five items (e.g., Using mobile advertising improves my image within the organization) (Teo & Pok, 2003) . The compatibility was operationalized as the degree to which smartphone users perceive the smartphone as a technology that fits his/her lifestyle and was measured with three items (e.g. Using a mobile advertising phone fits well with my life advertising via a seven-point semantic differential scale, ranging from "Very Unlikely" to "Very Likely." Given an acceptable Cronbach's alpha level ( = .88), the five items were averaged to form the behavioral intention scale. 
Results

Sample Profile
After eliminating 12 respondents who submitted incomplete surveys and were never exposed to mobile advertising on smartphone previously, a sample of 194 respondents was obtained.
Of the sample, 59.4% were female and 40.6% were male. Anglo Americans comprised 60.0% of the sample followed by Hispanic Americans (14.7%), Asian Americans (8.4%), and African Americans (6.3%). Over eighty percent of the respondents were ages 18-24, followed by ages 25-34 (5.7%), and ages 35 and over (8.2%). A detailed profile of the sample is listed in Table 2 . 
Hypotheses Testing
Multiple regression analyses were employed to test relative influence of the independent variables on the dependent variables. Table 3 summarizes the results of the regression analyses predicting behavioral intention. As illustrated, the regression model was found to be significant for predicting intention to accept mobile advertising on a smartphone (R 2 = .41, F (6, 177) = 20.26, p < .01). As shown in Table 3 , consumer attitudes toward mobile advertising in general were found to be significant predictors of intention to receive mobile advertising on their smartphones (beta =.44, p < .01) (H3a). Compatibility (beta =.22, p < .01) (H3b) and observability (beta =.16, p < .01) (H4) were found to be significant predictors of intention to receive mobile adverting on smartphones. Among these predictors, mobile advertising attitude was the most powerful predictor of consumers' intentions to receive mobile advertising on their smartphones followed by compatibility and observability.
Inconsistent with our prediction, perceived ease of use, (beta = -.03, p = NS), perceived usefulness (beta = .08, p = NS), and innate innovativeness (beta =.01, p = NS) were not found to be significant predictors of intention to accept mobile advertising among smartphone users. Thus, these results provide support for H3a, H3b, and H4. 
Limitations and Future Research
The empirical findings from this study suggest many practical and theoretical implications.
However, as with any empirical investigation, this study has some limitations that should be noted. The first limitation of this study was in employing only smartphone users as a sampling population. Although using current smartphone users provides more accurate information about how they accept mobile advertising, it limits how smartphone users are different from feature phone users. This study intended to explore the underlying motives and acceptance of mobile advertising among smartphone users by tapping into technology related motives based on personal experience with mobile advertising. Specifically, it might be interesting to see how smartphone and feature phone users are similar or different in terms of their motivations to accept mobile advertising.
The second limitation of this study was the use of a limited number of technology related variables to explore the acceptance of mobile advertising. Consumer acceptance of advertising messages on a new media can be influenced not only by the technological benefits, but also by other factors, such as perceived value or relevancy of the message.
Therefore future research must expand the scope of this research by including additional variables to understand the mobile advertising acceptance of smartphone users.
Lastly, this study collected data primarily from young consumers (i.e., college students).
Although concerns regarding the merits of data yielded by college students in advertising research have been raised, such a sample is appropriate for this study because they are heavy users and quite a representative sample of the smartphone user population (Mintel, 2010) .
However, use of a homogeneous group limits insightful analysis of between-group differences, such as consumers' age, gender, and income. Accordingly, future studies need to use more diverse samples from all segments of the population to explore similarities and differences between groups, thereby increasing the external validity of the study.
Online Journal of Communication and Media Technologies Volume: 3 -Issue: 2 -April -2013
